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ABSTRACT 

Ways in which ins^titutions of higher education can 
provide acre meaningful, infornation to students, especially 
prospective students, were studied. The specific study jective>* was 
to investigate the ■eaningfulnesfe/understandabililjy. and cooparability 
of written foria.ts and to explore possible differences asso'ciat^d 
with a^e, ethnicity, prograai/Bator, type of institution/region, and 
level of education. Data gathered by the National Center for Higher 
Education Manageaent Systeas, .which constitute tKe Better 
Inforiation for Student Choiofe data* base on writt^ foriiats, were 
used, Subiects were '»23 -college freshiep representing different 
se6tcrs of higher education. Subjects selected aaong five written 
formats (tables, tables and cartoons, script paragraph, question and 
answer* and charts and graphs) ,in responding to the questions about ' 
the Bost understandable and meaningful information- The type of 
inforBation display was found to affect the ability of a perSon)to 
process inforaat^on. Different segments of the population were al^o 
found'to respond in different nays to written formats. The prima^-y 
finding is that the format selected by the large majority of * 
respondejits as being meaningful and useful in making comparisons was 
the tabular foraat, not t'he script format. Table? with cattoons were 
selected second-most frequently as the most meaningful format. Charts 
and graphs were selected second-most frequently for comparing 
information. A bibliogr^iphy is included. (SW) . 
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INTRODUCTION ^ «. *" 

Higher education is in the throes of change. Various trends have forced 
higher educatioft institutions to search for new clientele and new institutional^ 
directions and "to explore new modes of communicating with their prospective 
clientele. Some of these trends are: 

. Decline of the traditional clientfel^, (i.e., the cohort of graduating * - 
high school seniors) is approachingSreality . Projections indicate 
■ that enrollments will decline through the. 1980s (Dresch, 1977)t, 

'. Student consumerisH (student^ making selective choices of educational 
services that satisfy their needs) is a growing phenomenon that is 
* reinforced by recent legislation at the federal .and state level ^ 

(Higher Education Amendments of '1976) and by the upsurge of. student 
lobbying organizations (National Student" Educational Fund, United 
^ 'States Students Association), and 

t 

\ 

Public concern over the jprpoies of education have led to open ^. 
« * questioning of the outcomes of higher education and its "value" 

(evaluated in terms of return on investment, foregone income, actual 
cognitive, affective and economic outcomes', etc. Dresch, 1977, Witmer, 
1^7^, Bowen, 1978, Bird. 1975). . . 

^ During recent 'years; the activities associated with assessing the needed 
services of clientele- and selectively hatching those needs based on the functional 
role and capacity of the organization has gained wider purview in the higher 
education community. More recently, colleges and universities have depended upon, 
student choice- to allocate educational services, making the assumption that students 
are well-Informed and making the "right" decisions. The marketing thrust, 
combined with research i|idicating that students are often not well informed or 
making the right decisions (Pantages and Creedon, 1978. Stark, 1977), have induced 
institutions to ask questions about their coiranunications with students. One of 
the questions that remains unanswered is "How do we most effectively present 
Jieaningful information to students?" As-detailed below this s*tudy sought to provide 
some answers to this question by ^ring variables related- to written information 
and to formats presenting that information. 



^ , What is Meaningful Xnformatlojj 

It can be- assumed from, psychological research that the more meaningful the . 

Information "The easier it will be to le&rn." (Kretch^ et>l., 1969, pp. 316-317). 

Furthermore, Kretch finds that' "Just as more meaningful items ^re generally more 

easily. learnedT. so are they more easily retained." The movement to provide more 

meaningful information to student-dec isionmakers- has been most recently identified * 

with the Better Informit ion ^or Student Choice projects sponsored by. the Fund for 

the Improvement of Postsecondary Education (FIPSE) . The term "better" infoniation 

which arose from the projects and subsequent interest and involvement in this 

area by institutions and their constituents, is sybpumed by the concept, of 

"meaningful" information as used by this author. Meaningful information provides 

relevant knowledge in a comnjunicable^^rmat. that is readily ayailab|i' and ^ ^ 

consumable by prospective students ^as well as current students) ^to aid in fomdng 

a "best" answer to the major decisions . they face. * 

Information and Total Institutional Marketing 

Colleges and universities are employing to varying degrees marketing techniques 

as noted in a national study by Muia>hy and McGarrfty (1978). This is occurring 

although many lack»a comprehensive marketing program, which in many instances 

hinders the overall effectiveness of their actions (Gaither, 1979). Within a 

growing number of in^ Litutloij^ marketing is, or is becoming, an organized and 

coordinated activity (§ee for example Lltten, 1978, Steinberg and D^vis^ 1978, 

Lucas, 1974 and Leister, 1975). Marketing has been defined by Kotler (1975) as the: 

* ...effective management by an organization of its exchange relations 
with, its various, markets and publics. All organizations depend upon 
exchange relations to attract resources that they n^ed, to convert 
them into useful products and services, and' to distribute them 
efficiently to target markets. Marketing* is ^ systematic approach to 
plannirtg and achieving desired exchange relations with other groups. * 
(p. 13). * . • 

/ As Kotler points out in a subsequent article (Kotler, 1979), marketing, is 
still fn4.sconstrued as selling. The marketing concept discussed here ^is a much 
broader concept than ^ust selling .as the definition indicates. 
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Development of an institutional marketing plan in moat cases has been a ' 
reaction to the forces of decreasing enrollment (creating a buyer's market and 
expressed as the need to define the institutions target market) and the increase 
in student consumerism (which necessitates selectively meeting" consumer needs). 
Although student consunjerism may wane, institutions will co^tit^ue to incorporate 
marketing as a means to maintaining their viability. Johnson (1979) describes 
the "total marketing concept" as bringing "people, programs/ planniftg and process 
together in an objective-centered system that asks difficult questions/' 's^lth as: 

1. What business are we in? • ' . 

2. Why do students attend our institutions? 

3. Why do students continue at our institution^ and why do they graduate? 

4. Why do students leave? 

5. Are we ignoring possible new mari^ts? 

6* Have we included all members of the college conmunity in our marketing 
concerns and efforts? 

Marketing in higher education has a primary function to provide the best fit 
<tbetweeri institutions and student resulting in the student making the best choice. 

"For ef f ective *marketlng> ' each program and course must "fit" student needs. ^ 

The bridge is information. By getting the information needed for choices, the 

student is free to a^rhieve his or her needs..." (Larkin, 1979). 

Review of the Literature Related to ^ 
Formating Written Information , 

pie fotmat of written information whether it is presented as. a script 

(textual) paragraph, a line graph, or a table) may be ^elated to how effectively 

the information is cosanunicated in terms of how meaningful and under stanjjable the 

information may appear, and how the format permits ease of comparison between 

similarly formated information. Research related to the presentation of written 

information has been at least a peripheral topic of study in several fields, such 

as psychology, education, consnunication,i journalism, etc., and the area has been 



studied from diffarent viewpoints. Nbnetheleas. few studies provide direction in 

( ' ^ 

answering the q.uestions posed in the present st.udy. 

Perhaps the investigation that is mosf closely related to the study at hand 
is the research conducted by Washb.urne (1927). In his study, graphic, tabular,^ 
and te^itual (in the- present study termed script paragraphs) formats were used with 
a constant information set to ascertain if , they had a differential effect on the 
learning of quantitative- information. The findings of interest rkative tO; this 
Study are: . ^ , 

1. "The forms in which complex data are arranged make a decided difference 
in the resultant learning." ^ . - . 

•« 2. "Above a certain quite low limit of complexity number of data did not 
affect in kny way the relative effectiveness of the various forms." 

3. the smaller the quantity of information and the simpler the pattern . 
the batter the recall of specific amounts of information.. 

4. para^graph form (script) was found to be poorest of all when compared 
to another form ahd plctographa were generally surpassed by other 

' forms . 

5. the bar graph was best utilized in the recall of comparisons which 
. 1 involved a "fair" degrfee of difficulty. 

6. line graphs were best for the recall of relative increas^e, decrease 
of fluctuation* * * , . 

7. tables effectively present information that contains specific amounts. 
More^recently, Wolfe and Martuza (1976) point to the wi.de belief that 

graphs and tables are effec^ve m^dia for displaying quantitative data. Building 
graphs and tables is a skill taught by many disciplines, and are also used 
widely^ In journals > texts, etc. ^ ^ 

Sclglimpaglia (1977) points out that "in the*areas of marketing and consumer 
behavior, the question of how information format affects decisions has only 

recently been studied/' He reviews two sttl&ies of note. In the first of these, 

i 

Russo^ Kriesar, and Miyashita (1975) found that for most products studied 
consumer *s utilized information displayed in summary (comparative) pricing lists 



more effectively than the standard shelf unit-pricing/ Chestnut (1976) used 
energy efficiency ratings of hypothesized lightbulba to test for differences; 
between a verbal description of energy ratings and a numerical description. His 
findings indicated that subjects who were exposed to the numerical information ' 
were better able to recalT the information over the shoxt-term, but those who 
used the verbal information had greater long-term memory of the ratfngs, 
Sciglimpaglia (1977) in his own study reports that ^'information display is 
probably at least as important as information load with respect to consumer 
research an4 public policy." He cal]j.3 for further research in this area. 

A review of the communications and journalisiri literature revealed several 
studies investigating the differential potential of the various media available 
today (prints radio, television,* and combinations of the same). The^ f indings 
indicate that *'no generalization as to which medium might lead to less' Idas of 
information emerges from the literature," (Wilson, 1974) while L, D. Bart (i97'4)' 
found that bett*r comprehension results from print than from the three styles o£ 
radio delivery he tested. , ' 

•In another area, Hoyt (1968, 1974) has found that using color cartoons in 
conjunction with tables is an effective means t)f presenting information to 
vocationally-technically oriented strudents (*'specialty-oriented" students in 
Hoyt*s terminology) • A 1978 study by Williams found that for children pictures 
included- in the text caused them to read more slowly. The sl9wer reading effect- 
was augmented for those who were poor .readers as indica by previous testing. 

The "question a-nd answer" foqnat was used by several o^ the institutions ^ 

participating in the Fund for the Improvement of Postsecondary Education's Better 

Information Project I (Univ^tisi^y of California at L.A. , Syracuse University and 

Mountain Empire Community College in Virginia). At least one of the institutions 

Mourttain Empire i after conducting interviews, concluded that they should use the 

question and answer format since it seemed to present information most simply and 

. ' . i 

directly. 



Ixi a series df expatiments cond^cted in the early 1960s, under a contraot 

from the U.S.. Air Force. Schutz (1961 a & b) evaluated graphic trend display 

formats (line graph, vertical, bar^aph. and horizontal bir graph) and methods 

of presenting multiple graphic trends. ' ' - 

The major findings of this study were: . 

f • • . ■ tf • 

. that line graphs were preferred, "followed closely" by vertical bar 
graphs (line graphs should be used to show time correlated da^a). and 

. the use of color Qver black and white graphic displays only improve , 
performance slightly. ' . 

Analysis 'of the NCHEMS Better Information for Student Chpice data base 
yielded some preliminary findings reported in Lenning & Cooper (1978). Based on 
percentages of students selecting amopg- five alternative formats, they found . 
tables to be selected most often (9 of 12 items) as most meaningful. Tables were 
also found to be most useful for comparing two ficticious seta of information 
(College "A" and College "B") in 8 of 12 examples. 

, In ans,wering the question. Does the Form of Institutional Comf^unication 
to Prospective Students Make ^ Difference in "Better In format ion?'' Lenning (1976} 
^found that even though one may have the best information possible (proper type, 
content, level, and accuracy) it may not really be better information unless it 
is in a formit that is understandable and meaningful , and it actually reaches 
the prospective students at the proper time for them and it is paid attention ^ 
by them. » 

t 

He found that institutional communication to prospective students can make 

a difference in more m'eaningful information, and discusses in de^tail seven^ 

I 

factors or '*'conEaunicatlon characteristics of bettel: information. They are 
listed as: 

1. The information itf delivered to the appropriate person. 

2. Xhe information commt^nicati6n is unmistakably designed to inform 
rather than sell* . * . 
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3. The information Xs timed anS" seq>Hfenced* 

/ ^ L 

4. The infonj^tion^-h/as an organization and format that promotes .understanding. 

5. The inf ©notion has an atVent ion-get ting and motivating form." • 

6. The information is in a form that facilitates use and application. 



7. The information is communciated through an integrated dissemination 
system. (p. 4). . * 

An important recent study by Chapman an4.^,fcfhnson (1979) i^nvestigated whether 




high school seniors understand college recruitment literature terms of reading 
la^el. Their findings indicate that the reading difficulty level of college 
catalogues was raujt^h abov^ their primary audience, t^e high school senior. 
^ E'urthermore, as found in previous studies (Lenning & Cooper, 1978, Chapman and 
* Vj* Johnson, 1979). college bound high school seniors have limited understanding of 
W the basic terminology found in college catalogues. It should be nqted that these 
terms are neither defined in the t^ nor are" glossaries provided. Johnson^nd 
Chapman conclude that "colleges need to examine jt^ielr recruitment literature for 
Its level of presentation as well as its content.' 

Literature related to advertising indicates'-^at format, "The totality of 
words, pictutes, graphs, charts, etc..." (Gen^h, 1973), is an important component 
^ in projlucing organized and meaningful information. The effective use of adygi>elsing 
principles can result irf accessing the appropriate target population and 
comnunicatlng effectively with them. But, vthese principles' appear to be based 
more upon* experience^'and practice than experimentation. 

J The pertinent studies ^reviewed on formating written information indicate 
that ohly limited guidelines exist for developing these kinds of formats for 
g aS^^^^^i^S college^ related information. These studies also suggest that alternative 
. / presentational inodes to the scriplf (textual ) paragraph format in dominant use should 
4 I be investigated* FurthernK)xe, providing more meaningful information 'depends 

upon the fortaat that enhances its meaning and understanding, and is presented to 
^ i|t he consumer at the appropriate point in decisioronaking. " 

.er|c ^ ,10 • • 



This study, investigated the ways in Which institut^pns of - higher .education 

i ' ^ ■ ■ ^ 

can provide laore meaningful information -to students— e^pecially^I^os^ective 

students. More^specifically.. the stj^jfor Investigated t^e question "Hoi ca^ n^^ded^ 

information best be presented to students so as to facilitate their assimilation 

of the material and* foster improved decisionmaking?" f Presently, institutions 



have fe^^, empirically derived sources of information i|hat might serve as guidelines 
on how. best to format, communicate, and disseminate* 3olle^ ii^formation. ^ 

The hyj>dtheses derived fox: this study eminate iam^the need^to develop means 
of empirically testing the 'Waningfulness/tjnderstan^ability and comparability 
of written formats. Furthermore, the hypotheses dftect exploration for 
differences along these variables by selected and important marUet s€^men\lng 
variables of age. ethnicity, program/major, type.(jif' institution/region of the 

■ ? ' 

countryi and level of *^educatrlon. Specific hypotheses to be tested this study 



were: ^ ^ • 

* ■ ' / " ^ 

^la: J^'^^^standability/meaningfulness is ^l^ally effective for all of 
the tested written formats. * 

) ' ■ ■ ' 

^Ib: Coiaparability between information develoged^r iijstitutlon ''A" and 
institution "B" is equivalent for all of the tested written formats. 
t ■ / 

^2a": ^^'^ of _the respondent has no effect on the meaningf ulness/understandablH 
of the written formats tested. ~ j» ^/ 



^2b: respondent has no effect on the comparability of tji^^^ 

vrltten formats tested. 

^5a: respondent has no effect; on the meaningfulness /under standabili 

of the written formats tested, ^ 
t ' ^ ^ ^ " 

Age of the respondent has no effect ^n t^e compa;:ability of the 
writtkn formats tested, 

^4a: Ethnicity of the respondent has no ef fleet on the meaningfulness/ 
understandabllity of the written formats tested. 



"3b 
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^Ab: Et^^it^ity of the respondent has no, effect on the comparability of 
the wi:itten formats tested. 

. , H(^^. Program/major of the respondent has no effect on the meaningfulness/ 
understandabllity of the written formats tested. / 

• ' ■ / 

^Shjr .^^^^8^^®/^j^^ the respondent has no effect on the comparability 
of the written formats tested. 



. "ea: ^JP^ institution/ region of coiintry. of tW ^^espond^nt has no 

effect on the meaningfulness/understandability of the written formats 
tested. 

• %: °^ Institution/region of countrjr of the respondent has no 

effect on the comparability of the written fonnats tested. • 

ha: ' ^^""^^ education (high school/college) has no affection the 

meanlngfulnesa/understandabllity of the written fonaats tested. " 

. ^7^: education (high school/college) has no effect on the 

,cbmpar4T>lHty of the written forniats tes^d. ^ • " . 

Sample Design ' ^- . 

The study used data gathered by the" National Centet for Higher Education 

Management Systems (NCHEMS), data which constituted the^ Better Information for 

Student Choice data base on written formats. 'Institutions that provided the 

stiident sample fpr the study (with the exception of the high school sample) had 

prevloasly participated in an NCHBlS investigation' of the Information heeds of 

college students. The survey of information needs (College Information ifcedT • * 



Questionnaire (CINQ)) discovered 29 items wer^ rated mos-t Important, and these 
provided the item Po<^or the questionnaire investigating preferences for 
format ("Presenting Better Information Questionnaire" (PIBQ)). The colleges 
participating in the. study represented different se^ors of higher education. 
The^were; ^ ^ • 

. Central State University (Edmond, Oklahoma) 
. Colorado University (Boul'der, Colorado) 

. Drake University (Des Moines, Iowa) ' v - 

. Seattle Pacific College j(Seattle, Washington) 

- Valencia Community College (Orlando, Florida), , '« 

Selection of the colleges/universities sample took place under th« aegis of 
the campus coordinator. They were instructed to select a diverse group of n^w 
freshmen and have at least io respor^ents for each of the two forms of the 
questionnaire. This would provide a miilimum sample "of 300 respondents from the 
colleges/universities and a cell size of 30 respondents per school per form of the 

12 



; queationnaire. The rational^ irt- using a <Uvera& but no-t necessarily random 
' . saaple was to minimise the oos^t and effort of obtaining the Gollege* student. ' 

. • sample. In ccftisultacion wi'th the aampus coordinator** the res^rchera ascertained' 

- - ' . ' - . . ■ ^ * • • t • ' • 

^ ^ that, the experimental nature c^^ the instruments devised to test the formats did • ^ 

■ r ^, % ' ^ . ... ■ •; 7> . . X - 

not> in the scope of ^t^ls initial study warrant the greater <K)st and effort - • ^* ' 
^* , required to 'assure a randpm sample. * . * / , . - * * 

The sample of 6'5 high 'scljool student^ was selected systematically, f rpm college 
^ bouad, high school seniors in the .Denver Public School System,. These students- were 
added to "Ihe data t>ase by NCHEMS staff in 'the Fall, 1979 after it was determined 
/ a representative, high school sample had not been previously collected. This 

V resulted in total of 423 persons foundMn this NCHEMS data' base. 

, ' ■ • . ^ ' 1^ ' • - ^ 

^ Questionnaire Development ' . . 

. •• > ' • ■ ^ 

•-^NJhe 4evelopinent of the questionnaire (figure 1) proceeded in the 'following^ 
manner: - : . ' * t 

Development of initial instruments * . * 

Feedback and revislon^^ ^ * . ^ 

Pilot test, and * J . ^ / . 

Application in the field. ' . * ' ' 

The data w^re arrayed into five formats that are in comaon use or are 
recommended for use in presenting written information: 

^ , • tables— thife format i^ .c^U^ently^^oun^^ some college piiblicatlpns and 

is often us6d for Institutiona]: record keeping (i.e\> the college's 
Fact .Book and computer formats) > 

^ ' - ' , . ^ ^-^"^^^ ^ 

tables with a pertinent cartoon — using tables paired i^ith cartoons was 
found to be an effective format by Hoyt (1968, 1974)^ who' used it for 
* { presenting information to special ty-orietited. 'students (ii.e* , studfehts 

oriented towards occupational* and technical education),, * 

bar and line graphs — formats that have been found effeCtlve.ly 




ccjmmunicate trends, patterns, and comparisons Cthe content of the 
information item dictated which of the graphs were used) , 
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FIGURE^ 1 



C0U.0 W£ liAVE JtUftHUTES OF YOOft T^? Ust spri*^,,* survey was c^ndiicted that explored prospecttvt .colVege sttwWivts* 
n^ed^ for v*rgiU^ttMS of infomatfoi^ i|>out i cojfaM that are often imavaUable to such students. Approxiwately 4,000 
hiSh.school &2niors» counselors, coTlege students indNoarents arouml the Country .cim^ileted the survey questionnaire. 



luesUoRoatre were perceived to be especially liipohtant by the^ 



Twentfy-nine of iht over sUty infomatloo I tens on the 
var{ou4 groups Purveyed. f - i 

• — ^ . ^ • / , ■ 

PP^^T^Q?^f ' On this she^t you Are being asiced l^o give your optnipns concerning different wys of prejfenting, different 
Kinds of lnfor»att<Jft about colleges ^hat are demonstrated on the other 'sheets. Vou will note on the fnAit and back of 
each attached ^sheet' that -five alternative ways of presenting the sane information are Illustrated, ii^d that exaawles.are 
shown side-by-sic^ for two colleges, Cellege-A and College ?. ' . 
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OaUcH this sttcet (P*rt I) frow the other sheets (P*rt II). 

So Ch«t v#e My explore how different types of stustents reacted, please provide the background inforMtton requested 
in «7d hciow: 



{a) Sej( 



(b) Age 



(c) Racial/Ethnic Category 



(^O ^rogra* Major 



Read the first p«ge of Part II (Information Item U. and answer Qyiestions a and f below, for rnfonMtlon Itea \%v 
checking (v^ ) the appropriate box In the first row of bo)(e's for each qoestTon. Contimia in t)m «qM« manw to 
an»Mt>'QuaMtian» kjlsrut ^-aboui Infotvation ItMu 2-7. . _ , 

Please sake *ny coiamnts you would like to naks on the back^of this slieet (for example, what oth^ ways of presentino 
infprwacloo. or conbinations of ways, should have been considered?). T » 

•If the questionnaire. Is bein^ cowpleted in ^ group setting or was delivered to you personally, please return this 
completed sheet to the person in charge. » . . * 



InfortMtlon I tea I 

Infornatlon Ite« 2 

IrtfarMtlon l^m 3» 

Ihforn^tlon I tea 4 

Inforaatlon Itea 5 

Information ItsA 6 

Infornatlon Itea 7 



Ce) WHICH WAY OF PRESEMTING THIS TYPE 
Of INfORWTION IS HOST UfUlERSTAIiO- 

ABLE m HEAaiMGfUL T8 ¥007 'N 

' I ^ _ 

*l(*rMllM AljirMilM AlurMIlM «|UnatL«» MtcrMtlM NMftt««ri.>pii*rt«llM AtUnwllM AtUnUin AUirMlIn AtlMuIlM 

t 



I 

C3 
1 — I 

CD 



CZ3 
CD 
CD 

CD 

a' 



CD 
CD 

to 

CD- 
CD 



« 

GD 
CD 
CD 
CD 
CD 
CD 
CD 



% 

CD 

CD 
CD 

e3 

CD 
CD 



CD 
CD 
CD 



(f) IN WHICH WAY OF PRESEffflKi; THIS 
TYPE OF INFORMATIQH IS IT EASIER 
. TO CONPARE COILEGE A AHO COLLEGE B? 

r 



» 

CD 
CD 

CD 

CD 
CD 



CD 
CD 

CD 
CD 
CD 

CD 



I 

CD 
CD. 
CD 
CD 
^ CD- 
CD 
CD 



I 

CD 
CD 
CD 
CD 

CD 

CD 



CD 
CD 
CD 
CD 
CD 
CD 
CD 
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- . questions and answers— found to be an effective format- for present'ine 
more meaningful information "at Syracuse University, University of J 
California at-Los Angeles, and Mountain Empire Coianunlty College, am 

. .script paragraphs (textual)— most information presented to 'students by 
co^^lleg'fes today use this format exclusively. 

Subjects selected among five, written formats ♦(tables , tables arid cartoons, 

*• ■ • * ^ 

script paragraph, question aftd answer, and charts^and graphs) In responding to 

the questions: > ' * " ^ 

' -"Which. way of presenting this type of information is most understandable 
V * and meaningful to you?" aind ' _ / , ^ 

- . . ' . ' . / ' N . - > 

. "In which way of • presenting this type of information is it easier to ' ♦ 

♦ compare College A and College B?** . ' , ' • 



( 
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Research Design and Analysis 
Previous analysis of the NCHEMS Better Information for Student Choice data 
base Oft preferences for written formats consisted of only a simple tally of 
responsres and visual data scan for the survey group as a' whole and did not include 
. comparisons with- high school students (Lenning &. Cooper, 1978). In. comparison, 
the research design developed for this study analyzes the data at several 
levels in order to test the hypotheses (see figure ' 

Responses were analyzed using descriptive statistics, chi square analysis, 
and ^o?>the relationship of age to the selection of fon^at, analysis of variance. 
Tests oT statistical significance werer computed with assistance of SPSS (Statistical 
Package for the Social Sciences; Version 8). For the analyses, level of 
significapce was set at at < ,01. 

Review of the Findings and Discussion of Implications 
^ The findings of the study are reviewed in this section. Implications for 

♦ 

'potential use by person^ preparing written information are also discussed. 

The tests of the hypotheses usi^^g chi square^re shown in Table I. The 
statistically significant values o^ chi square indicated a relationship between 
preference for the most meaningful written format and the variables of sex, age, 
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. . ^ _ . 

IIYI-OtMitSlS HIS4FirrElJ KLIKCTED values ok FHKFJiOH PROBABn.m' 



MiMiiliigfiiineaa x Forwat X 

r^Y^parahl Hry m Format X 

M«vitilnK£utiieii» x Sc* ^ ^ X 

^li^A»ln(tfiiltK*M X Age ' .r* X 

C(tiii(t:9raM lity Agr X 

(t(-^iiiiigfulntiaii X EdMilclty x 
^i«(iarahUlly x KthnirUy 

^KvtnlfiRfulnc9» x H«jor x 

(>i«l>arabllliy x Hajor X 

»ti^'minnFtiliie9« x la»tltutitm' % 

C4i«|»j%r.^MIUy x Inatitution x 

^t«*<^iitf)f^fulnes« X t#vel of ' Eduntt Ion <^ X 

r<iM|i4irnhllfty X I.evel of Ediic^tl Ion x 
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ethnicity, major. Institution (or possiblyHegion of the country) , 'and level of. ' 

education (high school vs. college). "Significant statistical relationships were 

also demonstrated between the selection of the moat comparable written- format and 

the variables of age, major, Institution (or possibly region of the counf ry) , and 

' ■ . ■ ' ' ■ 

level of. education. Testa of significance were also conducted on the- total sample 

for. the questions of selection of format based on.'meaningf ulnass . and the usefulness 
of the format in making comparisons. . 

Significant chi square values found for meaningfulness and comparability 
variables have several implications for those preparing written information. » 

The recommendations are based upon substantive findings, where respondents 

I • ' ' " 

indicatidVa majority preference f^r a specific format-. The primary finding is 

that the format selected by the large majority of respondents as "being. meaningful 

and useful*4n making comparisons was the tabular format, not the 'scrlg^ format. 

For the question of mo^t meaningful format , tables with cartoons were ^ 
selected second-most frequently with the question and aftswer format third. Fbr 
the question of most comparable format,.^ charts and graphs were selected geo9Tid*- 
most frequently followed by tables with cartbons. ^ s W 

In developing .written info,rmation, greater use should be made, where possible, 

of tabular information in order to improve the meaning and comparability of 

information. The use of interesting' cartoons or other graphics may enhance the 

information presented in tables. Comparability of information may also be Improved 

by the use of bar graphs. The very limited item testing conducted in this study 

showed some variation in selection of the charts and graphs format, which was less 

frequently selected when line gi?aph formats were used in the information item, and 

more frequently selected when bar graph formats were used. Perhaps the-Nbroadest 

implication in this area was summarized by a respondent who commented:, 

I think that when relaying information of this jtjrpe to students, it 
becomes more meaningful wh^n an explanation o^-^ the data la given along 
with a table of values for Instant comparisons. 

• ' , 18 



Thus, a. useful forma^ combination might include the question and answer 
^format 'With .the data presented in tab^«a7for ease of comparison.' 

Thesignificantvspatistical findings related to the various classification 
(or segmenting) variables gathered in the study and selection of format by - 
respondents indicate the needier further study in this area. The infbrmatiorr. • 
provides, some Interesting cues for stratifying written materials for different 
subgroups. Basically, there are' statistically significant^ relationships between 
ail of the segments and^ftt^ selection of the niost meaningful written format. The 
same could be said for^inpst of the segments and^ the selection pf most . comparable 
written format. ^ ' , 

Institutions are ^|coining moi^ concerned ^about segmenting their markets to 

determine needs -aiaongst their potential clients, and 4.n order to attract the 

specific tar'get segments for which their ^ograms are most appropriate. This 

concern for se^entaC40n has grown from the increased' competition for scarce ' • 

resourced (attracting students^ retalning^,students, maintaining or developing an 
• ' . ' , '^,V ' , ' ' • ,•• ■ ^ "• ' 

institutional image and 'position,, building on -institutional strengths, etc.). 

and th^ incfeasing usd of marketing tachftl<iues~^ordln3tec^ by l^^tlt^t ion-wide 
Efforts (as advocated by Johnson, 1979 arid Kotler. 1975).*^ 

The follbwing discussion characterizes the way in whieh the sttidy findings 
analyzed by segment, might be ^sed to prepare materials targeted .t9 the segment 
being discussed. 



\ 



Written materials targeted by sex (e.g., targeted to homemakers, to 
prospective students at single sex colleges and high schools, and so forth) might 
in^ude more tabular presentation of material for males, and more ite|^ in 
quel^rt^n and answer format for females. This difference in preference for format 
might be an Indicator pointing to the use of the previously suggested "mixed" 
format consisting of the question and answer format linked to tables for comparison 



purposes 
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Segmentation based upon age of the target group (target market) might use 

■v • . • • 

more tabular presentation for younger age groups, -and more question and answer 

format for-.older age groups. Mbre detailed generalization about the effect of 
age on fonaat for preference awaits a study using a broader sample of aV range^ 
than was available through the dkta base ursed for the current study. With greater 
numbers of Respondents in th6 older age categories, differences In preference ' 
might be 'accentuated.. 

Differences' in responses by ethnic minorities and Caticasians indicate • 
" sizeable agreement as tq preference for the tabular format. However, minoritv 
respondents found the addition of cartoons more useful tlpp Caucasian- respondents . 
Additionally, minority respondents indicated less preference for formats requiring 
reading of information and conversely wei^ more disposed toward formats that did 

not require reading of text. Therefore, written materials developed for the 

' i." ' - ' . ■ ■ ^ 

minority population fitey more effectively communicate the* information if they 

. ■ ■ . - 

use^artoons, tables, and graphs. Interviews conducted during the previously 

^ . " • . ' ) 

noted informafion needs assessment by Isennlng and Cooper (1978) indicated a desire 

by minority students for. information targeted to* them about special minority 

programs and activities*,- the number of minority .students on caucus, catalog 

types of items profiling minority students, etc. This information might be 

\ ■ ■ • 

provided using the findings stated above. The data base, did not have sufficient 
representation from separate minority groups (e.g., ^blacks, Asians, ^tc.) to 
study differences at this "level, although it may be surmised from the different 
Information needs of students discussed in Lenning and Cooper (19 78) that format 
preferences may also vary by specific ethnic background. 

the data related to majors/ programs implies that differences in preferences 
for format might be used by those individuals preparing materials targeted for 
^eclfic majors, programs, centers, schools, and colleges. Thti^, a department 
preparing materials for students in the physical sciences might prefesi^bly use 

'20 
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material a' that conaist of tables. and graphs but -a college of engineering might 
preferably use the tables with question and answer • format combination. The 
findings "for this variable were of special interest to this iresearcher whose' 
intuitive conclusions' about format pref erences'were nqt always consistent with 
the findings for many majors. Majors expected to show a high preference for / 
graphic format (e.g., engineering) indicated, instead; a substantial response to * 
the verball> oriented fonnats (script and question and answer). Nevertheless, 
^o^'^ngin^ering the majority preferred the tabular format. Majors typically 
associated with verbal ability of students (letteif«, for instance)' do not 
necessarily show a high preference for script or. question and answer formats . 

* • . 

. 'In summary, p^retimlnar^ data obtained about the preferences of stucients in 

different majorsjPor written formats does. not Indicate the fexpected Jinking of 

technical fields to technical formats (and vice-versa) but rather unique preferences 

are demonstrated fo°r each major area. It should be rioted 'that information in 

the data base was gathered f rom -stu/ents who -had not spent a length of time in 

* 

their declared major field. - • It is possible that preferences for written 
information format by junior or senior year 'students might differ from the results 
discussed above • 

The/'type and l^evel of institution a student is attending appears as a 

potentially ^eful segmenting variable for the dat-a analysed. , The basic implication 

Is that students attending major research universities have a greater preference 

" for the tabular format than do other students. Furthermore, if a continuum can 

V . • ■ - ■ • \ 

be created by type of Institution, running from major research universities to 

high schools, the preference for*^he tabular format would decreasie toward theb ^ 

high school end of the continuum. Most likely, the use of non-verbal formats' 

(those that do not require ^reading of sentences or text such as tables and graphs). 

would be most preferred by tHe high school segment, as would the .addition of well 

done cartoops and/or photography. College students as indicated above, tend to 



i 
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prefeJr tabular formats. • / 
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Conclusion ^ ^ ♦f. 

Written formats tested tn this study were sfelected differentially by 

refiipond^nts based upon- the ability of- the format to present information in a 

meaningful/understandable manner* and in a manner that made for ease in 

comp^ison of information. This result supports the finding by Sciglimpaglia 

(1977) that type of information display effects the ability of a person to. 

IP 

process information. - \ 

< - ■ . s 

Different segments 'of the population were also found to respond in different 
ways. to written formats. This information might be used in the development 
of .Information tarrgeted to a Segment of ^the population with whom a college is 
attempting to conmunicate. The use of appropriates formats *in communicating with 
students and prospecti^^e students in general, as well as specific segments of the 
student population, might improve their processing of information, thus, closing 
an important link in the marketing process — and leading to bette^ decisioi^making 
by students. . 
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